Introduction
In spite of the fact that the importance of trust is directly connected to the transaction cost in eCommerce, this article attempts to understand the factors that constitute the building blocks for successful inbound marketing campaigns [32, 24] .
Commitment as a component of trust requires potential vulnerability and sacrifice [12, 22] , this is why marketing communication is the key element in customer based engagement. This aspect is even more evident in the online economic environment where the perceived value of goods and services are competing in the global marketplace.
Numerous papers have been written addressing the issue of trust in the online world, and also lots of tools and elements have been developed to facilitate the growing e-commerce needs. This article does not intend to add a new model or concept about the technical world, but to try to understand what determines the building of trust on a couple of websites that have a primary target of e-commerce. The method used in this analysis is Fuzzy-set Qualitative Comparative Analysis (FsQCA) that will allow a qualitative analysis [26] based on technical factors related to the e-commerce solution, content marketing strategies and social media.
Literature review
We mostly encounter trust in relationship marketing, and of course, it refers to the arrangement between the buyer and the seller. It provides confidence in the exchange of reliability and integrity. [22] . Trust plays a major role in the services marketing notes that the efficient services marketing depend on the management of trust considering the client is buying a service even before he is experiencing it. Even more, it is important to maintain a good relationship for a recurrent sell, relying on a partner with confidence in the services business most of the time is considered a competitive advantage. The economy of Romania has emerged as a potential for new ventures, and trust is viewed as a transactional costs factor in all business endeavors. Through such instances, numerous partnership strategies are becoming viable including franchising, joint ventures, and business process outsourcing. [9] Usually, the trust associated with an individual's honesty or integrity such as a salesman [18] or a team that can perform certain tasks. Rather than looking at trust from person to person interaction, we will focus our efforts on how people perceive it when they are visiting a website or buying something online. Jiang [15] argues on how the perceived reputation of a website can be influenced positively by the perception of trust that customers have on the site's blog. Usually, blog posts are related to important industry niche, and useful insights differentiate good content with up to date information transparently and directly.
Content strategies might include delivering consistent, ongoing valuable information to clients and prospects to educate them, communicating in such a way that is not related to the direct selling. Even more, Google search updated algorithms can differentiate quality content that is intending to educate, it's relevant to the website specific topic, and that is also well structured [33] .
Trust in e-commerce
Many research papers have addressed the element of trust in ecommerce. A significant example is a comprehensive comparison and analysis that presents five models created by Hussain and Macaulay [14] . The term trust is more sensitive in e-commerce because the web is a less controllable environment [10] . One of the trust's dimensions presented in Hussain and Macaulay [14] paper is content to trust and how Yi Lin and Yazdanifard [17] lists content marketing is one of the preferred inbound marketing strategies for an updated Google algorithm. They also predict that the search engines will get better on understanding the essence of the page and connect to user searches using the semantic web, but not only from metadata and markup but also from sentiment analysis and sentence structure.
The first trust dimensions listed by Hussain and Macaulay [14] is the merchant trust identified by institutional validation and customer protection usually done using a digital certificate, Secure Sockets Layer (SSL) being the standard security technology for an encrypted connection between the browser and a web server. Both content and SSL with 16 other dimensions used as causal conditions in this analysis listed in table 1. 
Data and analysis method

Structure
This study uses a multitude of online tools available to investigate specific metrics and attributes regarding websites or online shop, for this research we've analyzed a total of 27 e-commerce site within a similar niche, selling electronic products -website templates. For the specific internet sites, a collection of 18 factors is listed in the table below. The data has been collected in July 2017 from 27 ecommerce websites and also from third party websites, ex semrush.com, alexa.com, Facebook, twitter, YouTube, pingdom.com, etc.
Research proposition using FsQCA Method
Using the Fuzzy-set Qualitative Comparative Analysis (FsQCA) we will be able to find causal conditions necessary to acquire inbound traffic. It will evaluate and result in the combinatory conditions listed in table 4. This process will determine an increase in the search engine traffic of an ecommerce website.
The qualitative nature of the FsQCA research model is determined by the calibrations of the causal condition and outcome variables [26] .
For the calibration of the data we've used three thresholds as qualitative anchors:
 Full nonmembership  Crossover point  Full membership point The calibration has been done using FsQCA v.2 software, and the descriptive analysis can be viewed in the table 3.
Previous research indicates the importance of trust dimensions [14] , but when it comes to managerial decision making, it is hard to decide where to start from, and what is the combination of attributes needed for an inbound marketing strategy. For this prediction model we've taken into consideration different groups of causal conditions using the FsQCA software, and one we want to list in particular. srstf = f(bpf, ssl, ltf, ardf, brf)
The scope is to test the outcome of search engine traffic as a result of blog marketing, SSL certificates, website loading time, referring domains, bounce rate.
Results and discussion
With the FsQCA method, we are analyzing the causal configuration (combinations of conditions) that determined the outcome of search engine traffic as seen on the semrush website. And as presented below the FsQCA software generated two solutions resulted from the analysis for the Complex Solution, where all the reminders are set to false.
1. srstf = bpf*ssl*~ltf*ardf
Is the first solution and this can be translated into search engine traffic as a result of the number of blog posts and SSL certificate on the ecommerce and not website loading time and the number of referring domains as seen on ahrefs. * ~ stands for not, this means that the result is calculated as 1-ltf.
2. srstf = bpf*~ltf*ardf*brf
And the second solution is that the search engine traffic is equal to the number of blog posts and not website loading time and the number of referring domains as seen on ahrefs and the bounce rate as seen on Alexa. This solution has a consistency of 0.962 which is above the 0.8 recommended by Ragin [26] and a coverage of 0.40.
Conclusions and limitations
After analyzing the results, we conclude that developing an inbound marketing campaign using search engine optimization technique is a good strategy. However, we need to keep in mind that the solution coverage is at 0,41, this means that other factors need the researcher's attention as well.
This research was done on a small sample of 27 websites as Ragin [26] mentioned FsQCA is a Qualitative research method and the results are only applicable to this specific context. Several outcomes have been tested using social media indicators as input variables but the results have not been satisfactory to be included in this paper. Further research is needed in order to find causal conditions that include social media considering as one of the key components in inbound marketing.
